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INTRODUCTION
Our current society has grown up in a world surrounded by new technologies and 
for few generations now. Through the birth of the Internet and all the tools it developed, 
these technological  innovations allowed the multiplicity of mediums to communicate 
different messages to different groups easier to target. The websites and blogs are a 
good illustration of this targeting phenomenon: they are usually created in a particular 
way,  appropriate  to  the  chosen  group;  to  the  people  whom  we  want  to  catch  the 
attention of.  By focusing on this  method,  we created a product for  the attention of 
women mostly. This product is a website about global fashion.
Today innovative websites are created to enable people to connect and learn 
more  about  their  passions.  Some  examples  of  innovative  websites  are  Pinterest®, 
Facebook®,  Twitter  ®,  and  Reddit®.  All  of  these  websites  share  an  important 
characteristic; they all  tend to create a community worldwide. They are also used to 
 “maintain existing offline relationships or solidify offline connections” (Boyd & Ellison, 
2007). With our project,  we wanted to create an innovative website that would give 
inspiration,  new  ideas  and  encourage  people  to  continue  following  their  desire  of 
fashion.
Nowadays we live in a world very influenced by visual communication. All of the 
information that we absorb by our eyes is very well received and remembered because 
of the power of visual communication. As the media theorist John Berger said: "Seeing 
comes before words” (Ways of seeing, 1972: 7). People usually prefer visual media over 
those which they cannot take information from them just with a quick look. This is a 
process that is developing more and more everyday, increasing the power of the image 
 over society.
Therefore,  it  is  not surprising that we care more our personal image  and the 
people around us. Image has also become a way to express oneself  as a method to 
communicate concepts that are hard to express in other ways. 
As it is a way to communicate, it is not uncommon that personal image is used as 
an expression method has succeeded and is increasing its relevance (Malcolm Barnard, 
2002). We live in a very individualistic society. Although, at the same time people look 
for new ways to keep in touch with everyone else. There is still a need to become a part 
of the society and that is why new technologies and communication platforms such as 
online social networks have  become something important in our everyday lives. Fashion 
is a good example of how new technologies and visual communication has influenced 
our  behavior and helped us to feel part of the society. People use fashion to express 
themselves and the Internet is becoming an increasingly more valuable medium that 
focuses on people interested in this field.
The fashion world is very large. Whether it is through fashion clothing design  or 
fashion journalism, being able to find your place in such a closed environment can be 
difficult. Though there are fashion websites and online magazines around the world that 
already  have  people  communicating  about  fashion  (such  national  forums  in  Vogue 
Magazine). In contrast, from our point of view, this method is still very restricted and not 
everyone have access to it. Or at least, not in the same way.  It is also easy to observe 
that all these media are very focus on a very concrete audience, usually from the same 
countries, but they never go further in potential new target groups.
However,  with  our  project  we  want  to  go  further.  Through  our  product  and 
theories analysis and methods, we would like to answer a more general question:  Is a 
global fashion website able to become established in the fashion world and to the 
women in our target group?
CARDINAL QUESTION
As in any kinds of business, it is always difficult for fashion industries to create a 
new product that is able to become established in the market and succeed. In order to 
do that, it is necessary to pay attention to many elements that depend on how they are 
dealt.  The  elements   will  help  or  have  an  adverse  effect  on  the  product's  success.  
Keeping this  in mind,  we will  also add to the problem that  we are  targeting a  very 
complicated  group:  women  from  all  over  the  world  with  a  very  different  cultural 
background and, therefore, with different points of view about the product and the idea 
of participating in it.
Our cardinal question focuses on the complexity of reaching our target group. 
Reaching our target group has become a problematic approach because of the various 
cultural backgrounds. We are trying to communicate to women with ages 15 to 25 years 
old and are from around the world who have different values, beliefs and customs in 
their everyday lives. Fashion is a way of expressing ideas. People around the world use 
their clothing styles as a way to represent themselves. 
Consequently, we are dealing with a bigger problem here: Can a product with the 
ambition of reaching this target group to make its goal? Is it possible to go over the 
cultural differences and get these women interested at the same time in other cultures? 
In order to get these goals we will use the visual tools that are available for us online. 
But, which of them are the most adequate? In what way is it possible that, through such 
a visual product as we are offering, we can get that our target group feels attracted to it? 
It is also important to answer questions about what exactly that we are dealing 
with. Is it  actually a new product that could add something more in the lives of the  
people who are part of our target group? Hence, could we consider it an innovation? 
What is an innovation? 
Taking these problems into account, we want to go further in the investigation. 
We decided to use  our research methods to focus  towards  a  specific  question:  Is  a 
global fashion website able to become established in the fashion world and to the 
women in our target group?
METHODS
First of all,  to determine our methods we identified the characteristics of our 
target group and we are going to describe them at the beginning in this chapter. Then, 
we chose to use two specific research methods to test our cardinal question. The two 
methods are an online survey and a focus group discussion. Along with each method, we 
are going to explain the good qualities and bad qualities of each method that we have 
chosen and the concrete techniques that we have applied.  Lastly, we will introduce the 
details and intentions of our global fashion website.
Our Target Group
A few weeks prior to our final group project, we were given the task of making a  
communication plan based on a Global Fashion Website.  Along with our communication 
plan, we decided to create an actual Global Fashion Website to illustrate our plan. After 
our presentation of our communication plan we received very good feedback about our 
idea of launching a Global Fashion website. But first we needed to know more about 
finding our target group.
Before making a communication plan or doing research methods, we needed to 
find the best target group that would fit our innovative idea. Our target group includes 
women from around the world with the ages of 15 to 25. We knew that using a website 
as  our  communicative  channel  would  target  a  younger  generation  that  is  more 
technologically advanced.  The audience would need to be skilled at surfing the Internet 
so that they are able to search for specific fashion websites such as ours. Our website is  
made  for  people  who  have  a  strong  interest  in  fashion  and  are  either  familiar  or 
unfamiliar  with fashion industries around the world.  The participants  of  the website 
would need to be able to understand the English language so that they are able to easily 
navigate through the pages.  
The two research methods we used was an online survey and a focus group 
discussion.  Once we already knew our target group,  we had to be prepared for  our 
theory  methods  and  we  created  our  questions  for  the  survey  based  off  of  the 
suggestions that we received from our past project. We decided to ask questions about 
the  expectations of a global fashion website. Using the results of the survey, we made 
multiple changes to the fashion website and presented it to our focus group afterward.
Online Survey
For one of our research methods we used an online survey to give to over 30 
women from our target group. The survey asked about what their expectations of a 
global fashion website. We chose to ask 18 questions that would require an explanation 
for each answer. The main purpose of the survey was to do qualitative research about 
how people feel about the idea of a global fashion website. 
The good qualities for using surveys as a research method is that it helps gather 
information from a large population and they are helpful for comparing attitudes and 
values with the responses. The weak qualities of survey methods is that the answers can 
be biased with the lack of responses (Glasow, 2005).
Online Survey Techniques:
Our first technique was the specific approach to send our surveys. The survey 
was  sent  out  as  a  link  in  individual  Facebook  messages  to  women  from  different 
countries. People tended to react faster to messages when they are personalized based 
on  individual  relationships.  If  people  realized  that  we  took  the  effort  to  ask  them 
individually then they would most likely return the favor and put their effort into giving 
us feedback. We believed that the survey was the best way to start our research and 
receive a large amount of responses. The negative affect of the sending approach was 
that there was a large amount of questions and the participants of the survey did not 
receive any results about the feedback after all of their effort.
        
Our  second  technique  is  centered  around  the  design  of  the  question.  We 
structured the questions to be simple and aimed towards the expectations about the 
global fashion website and about fashion in general. In the academic journal,  Survey  
Research Methods  it suggests that survey questions should be as made impersonal as 
possible, the questions should be clear about the topic and the questions should avoid 
biased terms (Glasow, 2005). Charles Busha and Stephen Harter wrote in their academic 
journal  that  the  design  of  the  survey  should  be  attractive  so  that  it  provides  a 
professional image.  Busha and Harter also suggested that questions should be arranged 
from general to specific (Busha &Harter 1980).
Particularly, our second technique was to add sub- questions underneath each 
main  question.  For  example,  for  one  of  the  questions  we  asked  what  their  first 
impression  was  when  they  hear  the  name  “  ModaVue”;  which  was  the  first  and 
provisional name that we used for our website. After the question we would add hints  
such as,  ¨can you pronounce it? Do you think of  fashion when you see or  hear the 
name?¨ After the survey was given, many people told us that they appreciated the sub- 
questions. The positive affect about this technique was that we were able to get a lot 
more feedback and elaborated answers.  The sub- questions were very useful because it 
helped  explain  the  questions  better  especially  for  non-  native  speakers.  The  sub- 
questions helped us receive results and gave us specific details for what we were looking 
for.  One of the negative effects that the sub- question had was that it influenced some 
of the answers. There were some answers from the survey that directly answered some 
of the sub- questions.  In particularly, the sub- questions negatively affected the answers 
because it persuaded them towards a direction.
Focus Group
During our focus group session,  we invited 5 girls  who completed our online 
survey to join in on the discussion. We asked the girls to look at our website before we 
made any updates, then we asked them to look at  our newly updated website.   We 
asked questions about what their impression of the different format and designs were. 
Our other questions were about the purpose and meaning of the website and how they 
would this is as an innovation.
We  chose  this  method  because  a  focus  group  has  many  good  qualities  for 
research  and  is  very  useful  for  finding  new  information  about  our  target  group’s 
behaviors  and  beliefs.  Focus  groups  can  create  an  understanding.  In  contrast,  focus 
groups can also have the limitations of distinguishing between individual opinions versus 
group opinions (Litosseliti 2003: 21).
Focus Group Techniques
Our first technique we used for the focus group was comparing two websites. 
The first website was created at the beginning and the second one was updated after 
having the survey results. The purpose of our comparison technique was to allow the 
audience to see how the global fashion website could evolve and let them react to the 
amount of differences we made with the updated website.  The positive affect from the 
website comparison strategy was that the girls were able to make discussions and ideas 
about  the  message.  The  negative  affect  from  the  comparison  strategy  was  that  it 
sometimes  would  lead  the  participants  to  only  discussion  the  improvements  of  the 
website rather than the intended message.
Another  technique  we  used  to  let  the  girls  search  through  the  website 
themselves without any explanation. If the website was a real organization, we would 
need to make our message strong enough to stand on its own.  The positive affect about 
this strategy was that it allowed us to see how and why people react to our website. The 
negative affect was that the participants were misleading when they asked to discuss 
certain questions.
 
Design of Website
We are basing our cardinal question around our global  fashion website called 
Cosmic Closet. The purpose of Cosmic Closet is to share ideas about fashion and give 
perspectives about different fashion styles from a variation of cultures around the world. 
We  want  our  product  to  be  an  innovation  in  global  communication  for  worldwide 
fashion. We want to reach women who are 15 to 25 years old and   to connect with 
people who are passionate about everyday fashion style. The website includes a style 
profile for each country, where people can find a summary of the latest clothing trends. 
Each  profile  page  includes  a  link  to  other  pages  for  specific  shops,  accessories  and 
fashion bloggers from individual countries. Aside from the country profiles, we also have 
a  weekly  discussion  board  where  people  can  participate  in  a  forum.  Our  last  page 
includes an advice column for anyone to ask questions about fashion style or even give 
advice themselves.
The survey and focus group methods  both helped us find valuable information 
for our cardinal question but to also practice using  methods based on communication 
theories. We were able to develop our methods by using characteristics of three specific 
communication theories that we are going to explain in the next chapter.
THEORY
We used three specific communicative theories to create our research methods 
and to analyze our results afterwords. The theories that we use in our analysis research 
are Visual Communication, Reception Analysis and Diffusion of Innovation. We are going 
to introduce and define the three theories that helped our research process. 
1. Visual Communication:
Today’s  society  has  grown  between  several  mediums  used  to  communicate 
messages.  Much  information  is  transmitted  by  different  canals  such  as  radio, 
newspapers, magazines, television and postings on the Internet. Since our childhood, 
our generation has accommodated with signs and symbols imposed by the society in 
order to set codes to respect. The different forms of media are using these codes more 
often to make us understand their messages by arousing our senses. Here, we will focus 
on the sight and the visual canals.
Definition:
In  a  general  aspect,  visual  communication is  a  way  of  transmitting  messages 
through visual helps, for example, the given information can be read or watched.  The 
information is usually associated with 2D images, it is linked to signs, typography, draws 
from resources, graphic conception, illustration and colors. There are several ways of 
transporting information such as body language, video, television and with the birth of 
the Internet, therefore we have to take the web design into account.
We will focus on two theories all related to visual communication: we will first 
work on analyzing the sense of  the images with the help of  R.Barthes  theories  and 
Jonathan Finn’s book, “Visual communication and cultures, Images in action” (2012). In a 
second part, we will focus on the design in general by leaning on Peirce’s theory about 
signs, symbols and icons
Sense of the Images
With  the growth of  the  Internet  and all  the  innovations  that  go  with it,  the 
society members inhabit  multiple social  worlds where images have a real  impact on 
contemporary  life.  In  order  to send messages,  images are  part  of  our  everyday  life. 
Images have an important role in the human communication and are usually considered 
to be supplements to the communication process in twists. We will go deeper in the 
analysis of images with the help of Jonathan Finn and his book “Visual communication 
and cultures, images in action” where he uses plenty of intern references that we will 
develop later in the study of images. We will also use Roland Barthes works about “The 
photographic message” and its different meanings regarding different cultures.
        Images are usually understood as a supplement of news or entertainment but they 
have much more constitutive meanings. In a cultural context, images can be considered 
as complex products. Indeed, each culture is lead by different influences. The beliefs, the 
values,  the codes and the ideologies postpone following the country  you have been 
raised in and the norms and values that have been taught to you. Most of the time,  
images are reflections of cultural particularities. We can also see the differences in the 
people’s way to understand and have an opinion on a photo. As Roland Barthes says,  
there  are  different  meanings  in  different  cultures  and  the  understandings  will  be 
different depending on the culture’s values and beliefs. Nevertheless, Karin E. Becker 
mentions in her essay called,  Photo Journalism and the Tabloid Press that images are 
ruled  by  codes  and  practices  that  must  guarantee  their  objectivity  and  truthful 
representation. These codes and practices keep this guarantee so that the feelings and 
emotions of the audience are manipulated.
The goal  of using visual  images is to create a “logical  and emotional climate” 
(Carole S. Vance, 2012: 128) and make people have a personal and universal connection 
at the same time. One of the aspects Carole S. Vance mentions in her essay The pleasure  
of  looking:  the  attorney  generals  commission  on  pornography  versus  visual  images  
included. Carole S. says that images should not only be credible  but also convincing. 
Images are  often used to  convince and persuade people,  for  example,  in  a  political  
campaign but also for marketing or support a cause. Images can also be used to create 
fantasies, by giving the audience what they expect to be see or hear. The audience is 
unconsciously persuaded to understand what the producers want them to understand.
Roland Barthes interprets the denotation and connotation that is presented in 
images  because  we  traduce  them. Different  elements  add  up,  connect  and  form  a 
connotation system. Connotation is the image’s faculty to provoke a second signification 
from a first signification. On a denotation level, an image always wants to say more than 
what it represents on a first degree of interpretation.
General design and its hidden messages 
In a generation surrounded by new technologies, it is significant that any visual 
communicative resource such as the designs of a website or a photographic campaign 
uses  the  sight  of  people  to  traduce  messages. For  images,  designing  can  be  very 
personal and transmit messages in a particular way but codes and norms are mostly 
needed to catch the target group’s attention. In his theory about signs, symbols and 
icons, C. Peirce explains what objectives are needed in a visual message. The receivers of  
the  message  might  be  able  to  recognize  reality  over  image  thanks  to  the  iconic 
dimension. The iconic similarities between the photograph and the true subject help 
distinguish the reality and representation of reality.  C. Peirce worked on the dimensions 
that exist in all types of visual information such as the sign, the symbol and the icon.
Peirce did not develop his interpretation and his analysis of image in a linguistic 
system but rather in a pragmatic system. Pragmatism is a philosophical currant which 
envisage words and images in their actions: what are their impacts on the receiver? 
What do they do on us? Peirce belongs to another currant called “semiotics”. Semiotics  
is the study of a communication phenomenon beyond the consciously given message 
from a person to another. He will also start working on the intercultural question,we do 
not receive the signs in a universal way; the signs are different regarding the cultures. 
The core study of Peirce’s work is about the definition of the three dimensions that are 
present in an image:
• The iconic dimension:
The iconic dimension refers to the codes that are analyzed within an image. For 
example, in the Matisse’s work “Nu bleu” (1952), we can instantly recognize a woman’s 
body  thanks  to  the  codes  that  we  are  able  to  recognize.  The  icon  portrays  several 
aspects of the real object, several properties of the object. The image’s realism degree 
and the nature of the aspects represent different categories of icons. It raises question 
of analogy, resemblance, recognition and cultural.
• The index dimension:
The index dimension is the study that a “sign refers to the object it denotes by 
virtue of the fact that it is really affected by this object” (Peirce,  1960). The index is at 
the birth of the significant. There is continuity with the phenomena and the real. “The 
index does not represent the thing but manifests it in direct” (Peirce, 1960).
• The symbolic dimension:
The symbolic dimension is established in a purely conventional relation. There is 
no reference to something real so there is no continuity or resemblance, it only takes 
place in an arbitrary power. In life, we are directly in contact with the reality which is  
relative  because  it  will  be  possible  to  find  some  images  that  mix  index,  icons  and 
symbols.  According  to  Peirce,  the  symbol  is  what  corresponds  to  something  or  a 
designated operation in virtue of arbitrary convention. The symbol can be an object full 
of imagery character which by his nature, form, association of ideas, can be related with 
something abstract.  In Mythology, a symbol is an image which advocates a magic or 
mystic value.  In a more general  definition, the symbol is what is associated to some 
times, periods and people (mythology, mythography and iconography). In particular, the 
symbolic dimension are very valuable for political communication. The dimensions can 
not only apply to images but also to general design.
        Through these different theories about visual communication and images, we can 
say  that  visual  communication  surrounds  us  everyday  in  advertisements,  campaigns, 
websites, social networks, or in piece of artwork. All types of visual communication has 
different messages to spread to a variation of audiences. Each message typically  has 
respective codes and norms with their images. For example, it is proved that the color 
blue is mostly related to boys and pink is related to girls. The marketing campaigns often 
use these clichés to send their message to the intended audience. By regarding and 
adapting to these differences, the senders can manipulate people’s feelings in a subtle 
way. 
Nevertheless,  theory of  visual  communication,  is  a  key ingredient to research 
further into the understandings of messages depending on people’s culture, values and 
beliefs. 
2. Reception Analysis Theory
The  reception  analysis  theory  connects  with  our  research analysis  because  it 
helped us find out  just  how people will  use our media message to their  advantage. 
Whether it is a text from a movie, a book, a song or any other type of creative work, the 
message is not simply received by  the audience. The reception analysis measures why 
and  how  people  interpret  our  message.  The  audience  or  receiver  of  any  message 
interprets a text differently depending on their cultural backgrounds and life experiences 
(Kinoshita, 2004:1) In other words, people are not passive. The three main factors that 
we’d like to discuss are, the receptive scopes, hermeneutics and receptive history, and 
Uses and Gratifications Model. We will  also reflect about how to apply the reception 
analysis theory at the end.
Receptive Scopes
Stuart Hall is a cultural theorist who discovered  three types of scopes: dominant, 
negotiation  and  opposition  (Chandler,2011).  These  three  scopes  are  different  ways 
readers interpret a message. Dominant, negotiated and oppositional readings are three 
main reception models that are used to analyze the audience’s interpretations within a 
text. A dominant reading is when the reading completely understands the meaning or 
“code” of the text. Negotiated reading is when the reader broadly interprets some of the 
code(Chandler, 2011). Lastly, an oppositional reading occurs when the reader rejects the 
code of text completely. Every reader will  have different images in their minds when 
reading  particular  texts  because  it  relates  to  their  existing  experiences. Dominant, 
negotiated and oppositional  readings are three scopes that relate to textual  analysis 
because it evaluates the strength of the audience’s reception.
Hermeneutics and Receptive History
The reader’s scope depends on the familiarity with words they recognize from 
their past knowledge and experiences. In addition, the philosophies of hermeneutics 
and receptive history connect the reasons of  how interpretation works.  Hans- Georg 
Gadamer helped develop the philosophy of  Hermeneutics.  Hermeneutics  develops  a 
meaning  from  literature  towards  a  historical  direction  and  later  becomes  logical 
information (Dobrosavljev, 2002: 607).
Meanings  change  according  to  its  unfolding  of  concepts.  The  concepts  or 
elements within a text cannot be examined independently just by interpreting meaning 
of the entire text (Dobrosavljev, 2002: 607). Duska Dobrosavljev writes, “Individual text 
elements change their meaning following the whole, just like the whole changes with its
parts”  (Dobrosavljev,  2002:  607). The  reception  history  ties  in  with  the  historic 
characteristic in hermeneutics. Harold Marcuse defines reception history as “ the history 
of  meanings  that  have  been imputed to  historical  events”  (Marcuse,2003).  The two 
aspects of reception history is the person or event was portrayed by and the ways those 
portrayals  are perceived.  We have indirect  indications  of  how those portrayals  were 
perceived by individuals, rather than having indications of how groups perceived them 
(Marcuse,2003). 
Uses and Gratifications Model
Today  messages  or  “text”  are  communicated  through  many  types  of  media 
channels today. To illustrate, the U.S presidential candidates can make their campaign 
stronger by using dramatic  music  in their  T.V commercials.  In many cases,  there are 
claims that the media controls what the audience interprets. In contrast, Jay G. Blumler 
and Elihu Katz  found the Uses  and Gratifications  theory that  proves people use the 
media to hear what they want. Media users are goal oriented and they play an active 
role in the communication process when using media sources (Blumler J.G. & Katz, E. 
1974: 25).  The needs to find gratifications  give people motivation to use  the media 
(Chandler, 1994). 
In 1974, Blumler and Katz came up with five assumptions of gratifications in how 
people  play  active  roles  with  the  media.  The  five  assumptions  are,  escape,  social 
interactions, identify, educate and entertainment. The first assumption; escape which 
means people feel that they can use the media to evade from their reality. Secondly, 
relationships can be built between the people and the characters within a media text. As 
for  identity,  this  assumption  is  saying  that  people  can  use  the  media  to  identify  
themselves with the characteristics (Chandler,  1994).  People feel  that the media can 
help educate them as well. The assumption of education means that the public eye can 
become more aware of the world and its surrounding current events through the media. 
Lastly, the media texts can be simply be used for entertainment.
How to Test the Analysis
The best way to test the analysis compare and contrast between two mediums 
using the same intended message. Our intended message for our website is to follow 
your passion for fashion and express yourself by sharing your ideas and learning from 
people all over the world. The reception analysis theory easily relates to our research 
because  it  helps  us  find  out  how  we  can  make  our  product  present  our  intended 
message.
Overall, reception analysis is combined with many theories about interpretation. 
Reception analysis is very important when making any campaign because it understands 
how we can make our message stronger and well understood by multiple individuals in 
our target group. The meaning of an implied is the message that the text intends to send 
to its audience. In other words implied reader is the potential reception that the writer 
hopes to receive. On the other hand, the actual reader is the personal expectations from 
the audience. Reception analysis theory is very powerful and useful when discovering 
how  to  make  our  messages  clear  according  to  our  target  audience’s  personal 
backgrounds.
We can use both the reception theory and visual  communication theory to a 
ensure that  our  product’s  message  is  understood and interpreted the way that  it  is 
intended to be. The next priority in our research process is find out whether our product 
will  be  a  useful  innovation  for  global  communication.  The  Diffusion  of  Innovations 
theory will help identify the characteristics that our website needs to become successful 
around the globe. 
3. Diffusion of Innovations
Taking the general aspects of our website into account, we should not forget that 
one of  the main characteristics  of  this  product  is  the global  community  aspect.  The 
global community aspect approach has not previously been done before in the way we 
have in the world of fashion, magazines and blogs. Of course, there are plenty of online 
fashion sites where people who are interested in this field can share their opinions and 
ideas, but these fashion sites are usually aimed towards a   national level. What makes 
our global fashion website a different product is that it works as a bridge that used to 
connect people around the world in a field that is sometimes limited by country borders.
If  we apply the Everett  Rogers'  theory about  Diffusion of innovations,  we are 
going to be able to find out if Cosmic Closet as an authentic innovation. Moreover, we 
should not only use the diffusion of innovations theory to define our website as an 
innovation, but also apply it to earn a successful diffusion of it. Especially when trying to 
avoid the communication problems and communicating the right idea it will make the 
adoption of the innovation easier and more successful.
        To find out whether a product should be considered to be an actual innovation, we 
should apply the factors to  Rogers' theory which says: “Innovation is an idea, practice, 
or object that is perceive as new by an individual or other unit of adoption. It matters 
little, so far as human behavior is concerned. Whether or not an idea is objectively new 
as measured by the lapse of time since its first use or discovery” (Rogers, 1995: 11).  
Therefore, it  is not only relevant that the product is indeed a new product,  but that 
people  are  actually  aware  that  it  is.  Afterward,  we  should  make  sure  that  we  are 
communicating this product's aspect in a clear way. When we are working in the fashion 
field, some of its main appeals are constant innovation and reinvention.
In order to receive a good acceptation of the innovation, we should keep in mind 
that there are several characteristics of the innovation itself during the diffusion process. 
These  characteristics  affect  the  perception  that  the  receivers  could  have  about  the 
product.  The  perception  of  the  receivers  will  mainly  define  the  acceptation  of  the 
innovation.
• Relative advantage:
“Relative advantage is the degree to which an innovation is perceive as being 
better than the idea it supersedes” (Rogers, 2005: 212). The innovation can be a relative 
advantage which will help the decision making process by avoiding the reticence that 
many consumers could have and making it easier to accept the innovation.
The highlight of this relative advantage is that it can   avoid the problem of the 
product going unnoticed and it can help the reception and integration of the innovation. 
 A way to build strong awareness around an innovation is to have clarity in the relative 
advantage. 
• Compatibility:
“Compatibility is the degree to which an innovation is perceive as consistent with 
the existing values, past experiences, and needs of potential adopters” (Rogers, 1995: 
224). Of course, the more compatible is the innovation with all  of this concepts, the 
easier it will be for the adopter to decide to accept the innovation.
Regarding  compatibility  with  the  existing  values,  Rogers  emphasizes  that  the 
values are deeply rooted in many people. Therefore we should be sensitive with the 
values, otherwise going against them  would cause the innovation to lose the audience’s 
acceptance.
Moreover, it is essential take into account that people values are not the same 
everywhere. When the focus is on an international target group, as we do in this project, 
it is necessary not only be aware of all the values that the adopters can have, but also  
the differences between them. 
It is also very beneficial that the idea is something related with consumer needs. If it is, 
they will be very interested in accepting it. But if there are not previous needs, from the 
adopters' point of view, there will not be any reasons to adopt the innovation.
• Complexity:
“Complexity is the degree to which an innovation is perceive as relatively difficult 
to understand and use” (Rogers, 1995: 242).The more complex the innovation is, the 
smaller the possibilities that  it will be accepted it by the adopters. It is very usual that 
individuals do not want to be involved with something that they do not understand, 
because at the end it is something unknown for them and that always provoke reticence 
that will go against the acceptation of the innovation process. The simpler and clearer 
the innovation is, the more chances it has of being accepted by the adopters.
• Trialability:
“Trialability is the degree to which an innovation may be experimented with on a 
limited  basis”   (Rogers,  1995:  243).   If  individuals  can  try  by  themselves  how  the 
innovation  works,  They  could get  to know better  at  the end what  exactly  it  is  and, 
therefore, they will finally accept it better. The personal experience is always relevant in 
decision making processes; it can be very beneficial for the innovation to be accepted. 
• Observability:
“Observability is the degree to which the results of an innovation are visible to 
others” (Rogers, 1995: 244). It is obvious that it is always helpful in the decision making  
process if the audience is able to observe the results that one innovation has produced. 
The problem is that sometimes this is something that cannot be seen easily. In many 
cases,  an  innovation  is  formed  by  two  parts:  hardware  (the  tool)  and  software 
(information). While the hardware is indeed easy to observe, the software can easily 
become  lost  by  consumer’s  perception.  Therefore,  it  is  an  aspect  in  which  it  is 
mandatory to work, because it is essential for a successful observation to have clarity.
ANALYSIS
Our analysis  reaches  two main points from our research.  The first  theme we 
would like to discuss is the certain objectives that affect the way we reach our target 
group. The biggest challenge to testing our cardinal question is finding ways to reach 
women from various cultural backgrounds. The examples that contributed to the effects 
of the target group approach is the product name, the colors, images, text and overall  
clarification  of  the  message.  The  second  theme  that  we  want  to  analyze  is  the 
innovation aspect of the website. We will find out here whether it is an innovation and 
the way it is related with older similar products.
1. Reaching our target group
Name of the website
The name of our product received the biggest reactions throughout the entire 
research process.   The reception analysis implies that people recognize messages the 
fastest depending on familiar signs and symbols. In this case, it is important to pick a 
name that would be easy for people to identify with. Our name should relate to signs 
and symbols that people can interpret.  
The goal to naming our product was that it had to be short, simple and reflect 
both ideas about fashion and a global community. The first name we started out with 
was “Moda Vue” because it sounded chic and used two different languages. The word, 
“moda” means “fashion” in Spanish,  the word “vue” is an acronym from visual  user 
environment.  Our first purpose of using the name Moda Vue was to represent a sense 
of class and culture. For our survey, we asked what the first thing came to mind when 
they saw the name “Moda Vue”.  Many responses from the survey said that it  made 
them think of Vero Moda and it did not instantly connect to the meaning of fashion. 
When we presented our website with the new name, “Cosmic Closet” the members of 
the focus group instantly noticed and could interpret the meaning of the name to the 
product. While developing our new product name, we tried to find words that were 
relevant to two characteristics; global and fashion. We thought the term “cosmic” 
Using the reception analysis, we noticed that the recognition of the name closely 
relates to the philosophy of hermeneutics.  Relating back to Gadamer, he  found that a 
principle  of  hermeneutics  is  the  historical  character  of  every  understanding 
(Dobrosavljev 2002: 606). The reason why some people could and could not recognize 
our first name was because they were basing their interpretations from past knowledge 
about fashion.  From analyzing our method results, we found that the name is one of the 
strongest influences approaching our target group.
Colors
As we mentioned earlier, the visual presentation of the product is the strongest 
way to communicating to an audience. We wanted to reach women from 15 to 25 years 
old, so the design needed to be suitable to their age. From the results of the survey, it  
was difficult to satisfy each person’s wishes regarding the choice of colors. We decided 
to use sober but still feminine colors like gray, dark red, purple and white. Each color has 
a meaning and a symbolic dimension. Peirce’s theory of symbolic dimension was useful  
in selecting the colors. We chose colors depending on their mythic roots and meaning 
because colors unconsciously influence the state of mind and feelings. Generally,  the 
color  red  is  usually  associated  to  passion,  sensuality  and  as  a  dynamic,  warm  and 
reassuring color. The color purple on the other hand, is the color of dreamers, and it is 
not related to material objects. The color gray has soothing and calming virtues.  Gray is 
a sober color which is also related to sadness and loneliness. That is why we should not  
abuse of it; “it could give a sad atmosphere” (Alexandra, from France). The black and 
white colors gives a sensation of simplicity and soberly and it reaches a large portion of  
our target audience. When we first created our website, we used a more neon colors 
such as pink but according to Isa, from Spain: “it was too girly to reach older women”.  
We wanted to give a more modern and sober atmosphere in order to be more universal 
and avoid the stereotypical girl color.
Images
During our survey, a big part of the target group declared that most of the time, 
images are more important than text. Images are more playful and easier to understand,  
 and  even  more  in  fashion.  The  goal  is  to  make  people  understand  the  intended 
message.  In addition,  we achieved our goal  according to the responses of our focus 
group. The group rapidly caught the international aspect throughout all of the different 
pictures from different cultures.
The style codes (and the image itself) show directly that they are coming from different 
countries. We chose images with clear and easily noticeable codes that enlighten the 
international aspect of our product. The codes and practices make the image objective 
and truthful and help direct the representation of the image and the conception of the 
intended message.  
We chose images that were related to the subject as well as focusing to what feelings 
could be emerged from these pictures. We wanted our target group to feel a part of this 
community; that is why we choose mostly pictures from street style (picture of women 
taken in  the street,  in  the everyday life).  That  way,  the philosophy of  our  members 
changes. It is no longer impossible to look like the women on the pictures, “if she can do  
it, I can do it” (Isa, from Spain).
We wanted to transmit the idea of accessibility and affordability. It is not interesting for 
young students to be surrounded by expensive clothing and accessories because most 
people cannot afford to pay high prices. It was essential for us to make people receive 
the hidden sense of the images. In these pictures, we can see a double understanding 
related to the connotation/denotation system of Barthes. First, images show womens´ 
styles,  but  thanks  to  the  way  the  images  have  been  taken,  the  availability  is  also 
represented.  The representation of  the  images was  a  way to manipulate  our  target 
group’s feeling and make them aware that fashion is not accessible to only rich women.
Images  are  also  a  way  to  make  the  website  fit  with   the target  groups  values  and 
representing the members of our target group. Sometimes images are used in fashion to 
represent opposite concepts that the target group is looking for. By using street style 
pictures, they feel that their way of seeing fashion style is well represented. If we want 
 the innovation to succeed, it needs to be close to the target group’s values in order for 
the message to be well received. 
Text
Though images send a strong sense of awareness, text is valuable when guiding 
the reader through a communicative media channel. It  is  the way text is placed and 
structured with the language. To communicate visually, we decided to not write a large 
amount of text in order to keep our light atmosphere and also because according to our 
survey, text is less important than images and illustrates the message in a less effective 
way. Nevertheless, we tried to make our text as attractive as the picture. We used a clear 
and more natural color (white) in order to avoid surrounding people with “too many 
colors that might hurt their vision” (Nadja,  from Sweden). 
The  front  was  also  changed  compared  to  our  first  website  because  we  got 
feedback saying that it was too large and a bit stifling. We opted for “heading S” front  
which  looks  like  “Verdana”  font  and  is  considered  to  be  the  easier  front  to  read 
according to Lisbeth Thorlacius in her article “Visual communication in Web Design - 
Analyzing Visual communication in Web Design”.
Once we communicate visually through the text, we need to make sure that our 
audience is receptive to our specific choice of words. For the meaning of the text, we 
noticed that people looked for key terms that related to inviting emotions. According to 
Stuart Hall’s interpretive codes, our participants used a type of receptive reading called,  
negotiated reading. To clarify, the participants used negotiated reading by interpreting 
most of the meaning of the text (Chandler, 2011). The design of a written text relies on 
the way we put our words together. People that use the website will need to interpret 
the message the way we intended it  to be.  For example, if  we used words that are  
impersonal, then we would be setting a message that we are guiding people to wear 
specific types of clothing rather than suggesting it. 
Navigation
During the whole focus group process each person was able to look through our 
website without any hesitation or assistance from us (the producers). Each person from 
the focus group was able to easily  navigate  through the web pages.  Because it  was 
simple for the focus group to use the website themselves, we know that we have made a 
website where it is very easy to navigate. One of our focus group participants noted: 
“it's easy to navigate”  (Rosie, from Australia). That makes sense if we think of Cosmic 
Closet as an innovation, because one of our goals was to make it simple. This is well  
reflected in the navigation aspect of the website. The easier the navigation is, the better 
the target group will accept the innovation.
The easy navigation was made possible thanks to features already present in the 
platform we used to create the website (Wix.com). We used the “slide show” function 
which gives an impression of fluent and light passages between the different pages. It  
also modernize the whole ambiance of the website. Our main subject being fashion, 
modernity is an important aspect in the design of the website and can easily connected 
to an innovative perspective. 
2. Innovation perspective
In order to apply the theory we have chosen to use  Diffusion of Innovations, we 
will pay attention to the results of the focus group, where we used participants with the 
same characteristics as our target group. Taking note of the   reactions and responses 
that were shown when the product was presented, we can try to infer whether our 
website can be considered an innovation or not. 
We  must  remember  that,  according  to  Everett  Rogers'  theory  (Diffusion  of 
Innovations, 1995), in order to consider something as an innovation, it has to have five 
characteristics  that  we  talked  about  in  the  theory  chapter  of  this  project:  Relative 
advantage, compatibility, complexity, trialability and observability.
If  we start  looking for  the first  characteristic,  relative advantage,  we will  pay 
attention on what the participants said about the website when they compared it with 
other fashion online blogs and magazines: “This has the advantage of making it global,  
you can see other fashion websites around the globe”  (Ele, from Estonia). What they 
pointed out during the focus group was that they felt that many times they just can 
access to information about  their  own countries  or  near them and their  perception 
about fashion was limited by that. Therefore, it is possible to say that this website could 
be a relative advantage for our target group over the previous websites that already 
exist, at least from the target group's point of view, because its global aspect will give 
them what the others could not reach before.
The next characteristic to analyze was really interesting during the focus group: 
compatibility. The participants highlighted, without previously questioning, that it was 
really attractive that the women who appear in the images that the website use are real 
women and not those high fashion perfect models that they are usually used in these 
kind of media. From their points of view and their personal values, this is something 
really good: “  I hate seeing pictures that  are high. Its very good to have pictures from  
street style, if she can do it I can do it” (Rosie, from Australia)
Regarding the third characteristic that we should be aware in an innovation, the 
complexity  of it, the answers that they gave about were really clear, like we point out 
before  the  say  that  “it's  easy  to  navigate”  (Rosie,  from  Australia).  In  this  way,  it  is 
possible to say that the product has no complexity.
If we pay attention to the product's  trialability, it is noticeable that the target 
group can try the innovation as many times as they want before deciding if they want to 
be part of the global community. It is not necessary for the individual to take the risk of 
using the product without trying it before. In fact, in the focus group, the participants 
were navigating constantly to try to see if it was convincing.
Finally, we want to analyze the observability aspect of the product. As we have 
said before, the participants quickly realize that the website offers something different 
than what they are used to. They have  access to more content and they really believe 
that  the product  can  have  really  successful  results.  All  of  our  participants  from our 
survey and focus group were very enthusiastic about the idea of having access to a 
website where fashion is seen from a global point of view. Most of the responses even 
made proposals to increase the possible results. Some of the suggestions were about 
being active in social  networks,  creating new sections  while  the website  were more 
successful, building an application for smartphones that will make more easy the access 
to the website from everywhere.
Taking into account all of the theory that we have analyze, we can be assured 
that the five characteristics that Everett Rogers talks about (Diffusion of innovations, 
1995) are in this website. Therefore, we can say that Cosmic Closet is an innovation.
Our product is related to older innovation   
Once we concluded that our product contains all  five characteristics from the 
Diffusion of Innovations theory, we made the connection that users of our website play 
an active role the global communication process.  Sense our website is considered to be 
a form of media, we have the responsibility to fulfill the needs of the audience.
During our analysis, we asked ourselves:  why do people want to use our media?  
We applied our reception research to Blumler J.G. & Katz, E. ‘s   Uses and Gratifications 
theory. We  must remember that this theory claims that people choose the way they 
want to interpret media networks. The audience will  use our website to obtain their 
gratifications and website will be used and interpreted based on how the audience uses 
it (Blumler J.G. & Katz, E :1974).  We found that our audience would use our website for 
the gratification to educate themselves, be entertained and self identity. For instance, 
during our focus group,  one of our participants stated, “I  would use this  website to 
explore some new options of clothing and see what else is out there, but it needs to be 
appealing” (Ele, from Estonia).  
The reason why innovative media sources are considered innovations is because 
it changes the behaviors and habits of people’s everyday lives. Innovation help everyday 
tasks become easier. For example, many people use facebook to communicate for school 
projects,  set up social  events and share  their  stories to a  large audience.  Today the 
media is becoming a powerful communicative  tool because it is entertaining and gives 
motivation to explore.  Our results from our methods gave proved that the idea of global 
fashion can be useful in today’s society, but there needs to be an ultimate motive to be 
apart  of  the global  communication.  When we asked our  group about  our discussion 
features from the website, one participant said,  “I think a discussion would be a great 
idea,  but  people  also  like  to  see  the  results  or  get  something  out  of  their 
participation.”In order to encourage our audience to use our website, we need to create 
and emphasize the sense of global community. 
When media users seek out media sources that will provide the best fulfillments, 
they  also  search  to  compare  to  other  innovations  from  the  past.   In  this  case,  the 
relation was clear for the girls in the focus group. They could see that the website was a 
product very similar to the new online fashion blogs and magazines that women are 
using to get inspiration. But they also realize that our product was something more and 
it went further in its goal. It was not only about fashion, but about sharing and learning 
about different cultures. 
By comparing our product to previous innovations that are related to ours, we 
are able to know that there is a necessity of something like our product. By knowing 
that, we will figure out what people already can get and what is left in that field in order  
to adapt our innovation to succeed.  
CONCLUSION
We  used  research  methods  to  find  out  whether   or  not our  global  fashion 
website is   able to become established in the fashion world and to the women in our 
target group. 
In conclusion, we found that we are able to reach our target group if we give them a  
motivation to be faithful in communicating with our website. During the focus group 
they were very exciting about the idea of global communication with fashion. However,  
if they needed a response, they looked for feedback to keep themselves involved in the 
participation. That is why realize that we have to keep updating our website constantly.
We also found that people compared our product to their past experiences to 
other media related innovations. The needs are the same, but if we want that they use 
our innovation we have to offer them an advantage over the older ones. 
To keep our advantage we should also not forget to maintain the product simple 
and easy to use. The website is meant to make tasks easier to people. We have to prove 
them that they are going to gain benefit by using it because it is going to add something 
to their lives that older products cannot provide and it is going to be in an easy way.
To  transmit  this,  we  should  emphasized  that  interpretation  of  our  website 
message can easily be changed by the power of images. We realized that our target 
group will instantly connect the intended purpose with what images are representing. 
The images can be really manipulative, we have to be very careful with their use and 
make sure that the clarity of the message is powerful. 
Moreover,  the fact  that  everyone has  personal  tastes in  visual  design so it  is 
impossible to answer every individual expectations. We need to respect some universal 
codes. If  we try to satisfy every personal preference, we would be building an over-
complex message corrupting the clarity of our point.
Working on this project gave us the opportunity to understand that innovations 
change the everyday life  habits  and behaviors.  It  is  an endless quest  in  many fields 
including  the  communication  field.  Our  product,  as  explained  in  the  Diffusion  of 
innovation theory, can be considered as an innovation useful to transmit message. That 
way,  we could say that  it  is  a  media of  his  own regarding the fact  that  we traduce  
information through different tools: text, images, designs, innovative idea. The media is 
part  of a communicative innovation that has made interpreting messages easier. But 
people control  the media and use it to gain specific wants and needs, therefore our 
target audience will try to find what they can use from our global fashion website. In 
order to catch the public eye’s attention to our website, it needs to be visually appealing  
to so that the message is entertaining. We are able to reach our complex target audience 
by giving our website the appeal, entertainment and useful quality that will change their 
habits.
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